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Abstract 
This paper sought to explore the nature of the various measures used for profiling the environmental 
sustainability conscious (ESC) consumer segment; and to posit a measure that will be most appropriate for 
profiling this segment.  
Design/methodology/approach: Using the 5S model for assessing market segmentation approaches, the study 
critiqued the common measures, which are singly adopted for profiling the ESC segment.  
Findings: Contradictory views exist among scholars as to which approach is best for profiling the ESC 
consumer; the results on the common correlates used by scholars under each approach are also contradictory. 
Few consistent results exist for each correlate under each approach. Accordingly, to mitigate this shortcoming, 
this paper posits the S-P-P Model, which is an integrated for profiling the ESC consumer segment.  
Research limitations/implication: This review is not exhaustive in that it did not review methodological issues 
that underpin profiling approaches.  
Originality/value: The S-P-P model, which this paper posits, offers a comprehensive and robust approach for an 
individual intending to profile the ESC segment. 
Keywords: S-P-P model, Environmental Sustainability-Conscious (ESC) consumer, profiling 
approaches/measures 
1. Introduction  
Marketing has evolved from transactional paradigm to relational paradigm and, today, the sustainability 
marketing paradigm has emerged. Thus the present era of sustainable development has stimulated heightening 
awareness towards the need to be sustainable among policy makers, producers, and consumers. Though at 
differing degree of sustainability-driven behaviour, the environmental sustainability-conscious (ESC) or green 
consumer has emerged across the world. According to D’Souza, Taghian, and Lamb (2006) they are consumers 
who make every effort to search for products that favour the environment. Scypa (2006) in Banyte, Brazioniene 
and Gadeleikiene (2010) defined green and ESC consumer as consumer who constantly buys eco-friendly 
products and is actively concerned with environmental issues and solutions to them. 
Agreeably, the green market segment is increasing. Consequently, for companies to tap into this segment, 
country/context-specific or, better still, a more localized research that will unearth the profile of this segment has 
been called for (Hartono, 2008; Jain and Kaur, 2006). The question that has logically followed this “wake-up 
call” among academics is: what measure should be used to profile this emerging market segment? Since the 
1970s to date, several studies abound in the sustainability marketing literature on profiling this important market 
segment (e.g., Schlegelmilch, Bohlen and Diamantopoulos, 1996; Straughan and Roberts, 1999; Laroche, 
Bergeron, and Barbaro-Forleo, 2001; Diamantopoulos, Schlegelmilch, and Sinkovics, 2003; Jain and Kaur, 2006; 
Hartono, 2008) and different measures were adopted; hence leading to contradictory results.  
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The contradictions that persist in literature regarding the approach to adopt in profiling the ESC segment bring us 
to the tripod objective of this review: (1) to explore the nature of the various measures used for profiling the ESC 
consumer; (2) to find out which measure or approach is considered most effective in profiling the 
sustainability-driven consumer; and (3) to determine the measure that will be most appropriate in profiling the 
ESC consumer segment in the growing ESC segment in Africa. Thus, this review is guided by the following 
question: what measure/approach is most appropriate for profiling this emerging market segment?   
The rest of the paper is structured in a way to enhance the reader’s understanding. We begin with a review 
framework that will guide the reader on how our review is structured. We then proceed to explore the various 
approaches employed in the literature for profiling the ESC consumer segment. Our review is concluded; we 
then put forward a number of recommendations. The weaknesses of our review are captured in the limitation 
section.  
2. Review Framework 
Figure 1 encapsulates the scope of our review. Basically this review is twofold. On one hand, we review the 
various literature on environmental sustainability construct, wherein we examined the three common domains 
(knowledge, attitude, and behaviour) of the ESC construct. On the other hand, we review various studies that 
adopted the existing approaches for profiling the ESC consumer. Common correlates used by researchers under 
each approach were also reviewed. To determine which approach is most suitable, the 5S criteria for evaluating 
the effectiveness of segmentation approaches were used to evaluate the suitability of each approach for profiling 
the ESC consumer. Finally, this paper posits the S-P-P Model as an alternative approach for profiling the ESC 
consumer. 
 
 
Figure 1. Literature review framework 
Source: Authors’ own conceptualization 
 
2.1 Environmental Sustainability Consciousness (ESC) Construct 
It has been reported that many scholars have studied and adopted the environmental consciousness construct in a 
wide range of social science fields, such as psychology, sociology, environmental studies, business research, and 
marketing (Diamantopoulos et al, 2003). Most of these studies, about 80%, were conducted in the US, while 
only a few researches was conducted in Germany, Australia, France, Denmark, Israel, Canada, India, and 
Lithuania (Diamantopoulos et al, 2003). 
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A wide range of environmental consciousness constructs have been employed in the past studies. The constructs 
include “environmental awareness” (Buttell et al., 1978), “environmental knowledge” (Balder-jahn, 1988), 
“environmental concern” (Kinnear et al. 1974; Tognacci et al. 1972; Zimmer et al. 1994), “perceived 
environmental effectiveness” (Ellen et al. 1991), and “environmental behaviour” which is expressed in 
“recycling behaviour” (Anderson et al. 1974; Vining et al., 1990), “conservation behaviour” (Geller, 1981; 
Leonard-Barton, 1981), “environmentally friendly purchase behaviour” (Davis, 1993; Ottman, 1992; Schwepker 
et al., 1991) and “ecologically conscious consumer behaviour (ECCB)” (Roberts, 1996). However, there is an 
existing problem in the past studies; that is, only one or select aspects of the environmental consciousness 
construct have been examined (Schlegelmich et al. 1996; Diamantopoulos et al., 2003). To deal with the 
problem, Diamantopoulos et al. (2003) recommended environmental consciousness construct be explained using 
the three domains: environmental knowledge, environmental attitude, and environmental behaviour. These three 
domains, which are commonly used as the dependent variables in the literature, were initially suggested by 
Bholen et al (1993). 
2.1.1 Environmental Knowledge Domain 
Environmental knowledge is also referred to ecoliteracy (Laroche et al, 2001). Knowledge is recognized in 
consumer research as a characteristic that influences all phases in the decision process. Specifically, knowledge 
is a relevant and significant construct that affects how consumers gather and organize information (Alba and 
Hutchinson, 1987), how much information is used in decision making (Brucks, 1985) and how consumers 
evaluate products and services (Murray and Schlacter, 1990). 
Empirical support for the influence of consumers’ environmental knowledge on their ecologically favourable 
behaviour is contradictory. On one hand, Maloney and Ward (1973) reported no significant linkage between 
environmental knowledge and ecologically compatible behaviour. On the other hand, Vining and Ebreo (1990), 
as well as Chan (1999), have shown that knowledge about ecological issues is a significant predictor of 
environmentally friendly behaviour. Amyx et al. (1994) found that individuals highly knowledgeable about 
environmental issues were more willing to pay a premium price for green products. Ecoliteracy was developed 
by Laroche et al. (1996) to measure the respondent’s ability to identify or define a number of 
ecologically-related symbols, concepts and behaviours. It was found to be correlated with some attitudes and 
behaviour toward the environment.  
The use of knowledge as a correlate of environmental consciousness should be with caution because knowledge 
influences all phases of the decision-making process, the wrong information can cause consumers to make a less 
perfect choice. For example, Bui (2005) citing Crane (2000) reported that most consumers assume that soapsuds 
clean their clothes better; when in actuality, soapsuds are only there to give the “impression” that your clothes 
will be cleaner - when in fact, soapsuds only harm the environment. 
In addition, Bui (2005) maintained that it has been widely argued that consumers perceive most recycled 
materials as being inferior to non-recycled materials; the consumers generally assume the performance of most 
recycled products not to be at par with that of non-recycled products. And as Rao (1974) found, consumers are 
either uncertain or would not buy if non-polluting products were of poorer quality. 
2.1.2 Environmental Attitude Domain 
As regards the effects of environmental attitudes on behaviour, findings suggest that attitudes are the most 
consistent predictor of pro-environmental purchasing behaviours (Schlegelmilch, Greg, and Diamantopoulos 
1996). What is key is whether attitudes predict actual behaviour. Generally, studies have found positive 
correlations between environmental concern (i.e., attitude) and environmental friendly behaviour (Van Liere and 
Dunlap 1981; Roberts and Bacon 1997). Simmons and Widmar (1990) found a significant relationship between 
environmental concern and ecologically responsible behaviour in the case of recycling. Berger and Corbin (1992) 
found that green consumers’ behaviour could be influenced by their consumer perceived effectiveness (i.e., 
attitude) towards the protection of the environment. Others have found weak or insignificant relationships 
between attitudes and behaviour or substantial differences between intention and actual behaviour (Wicker 1969). 
Targeting a category of ecoconcerned consumers is thus much harder than marketers expected; findings are still 
relatively inconclusive in regards to the impacts of attitudes on behaviour. 
According to Laroche et al (2001) “the two most studied attitudes in the ecological literature, with respect to 
environmentally friendly behavior, are importance and inconvenience.” Amyx et al. (1994) define perceived 
importance, with respect to the environment, as the degree to which one expresses concern about ecological 
issues. In other words, importance is simply whether consumers view environmentally compatible behaviour as 
important to themselves or society as a whole. 
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Inconvenience refers to how inconvenient it is perceived for the individual to behave in an ecologically 
favourable fashion. For example, a person may feel that recycling is important for the long-run good of the 
society, but he or she may also feel that it is personally inconvenient. McCarty and Shrum (1994) studied the 
impact of importance and inconvenience of recycling on the behaviour of recycling. They found that the 
relationship between inconvenience and recycling was in the expected direction, that is, the more individuals 
believed recycling was inconvenient, the less likely they were to recycle. By contrast, beliefs about the 
importance of recycling were not significantly related to recycling behaviour. Therefore, it appears that 
regardless of how important individuals believed recycling to be, the perception of the inconvenience of the 
recycling activity had a greater influence on their actions (Laroche et al, 2001). 
2.1.3 Environmental Behaviour Domain 
Suchard and Polonski (1991) stipulate that ecologically conscious consumers will try to protect the environment 
in different ways (e.g., recycling, checking that a package is made of recycled material, purchasing only green 
products). However, it is not clear how consumers’ willingness to spend more for green product will be 
correlated with other ecologically favourable behaviours. Pickett et al. (1993) warned that marketers must 
exercise caution when attempting to extend environmental initiatives from one ecologically conscious behaviour 
to another. For example, those consumers who recycle paper may not be the same consumers who purchase 
recycled handwriting paper. 
3. Environmental Sustainability-Conscious (ESC) Consumer Profiling Approaches 
3.1 The Use of Demographic Variables 
Demographics or demographic data are the characteristics of a human population as used in government, 
marketing or opinion research, or the demographic profiles used in such research. Commonly used demographics 
among these studies include gender, race, age, income, disabilities, mobility (in terms of travel time to work or 
number of vehicles available), educational attainment, home ownership, employment status, location, population 
density, and educational level of spouse. 
Early studies on using demographic variables to identify environmentally friendly consumers was traced back to 
early 1970s by Laroche, Bergeron, and Barbaro-Forleo (2001) to the works of Berkowitz and Lutherman (1968) 
as well as Anderson and Cunningham (1972). According to Straughan and Roberts (1999) a number of past 
studies have made attempts to identify demographic variables that correlate with environmental sustainability 
conscious domains (e.g., Roberts, 1995; 1996b; Roberts and Bacon, 1997; Roper, 1990; 1992). Antil (1981) 
documented 16 studies that were carried out between 1971 to 1981; all studies used demographic variables for 
profiling the green segment. In their study, Diamatopoulos et. al (2003) reported 133 studies that were executed 
between 1966 to 1998 using only demographic variables to profile the environmental conscious consumers. Of 
their study, 88 were executed in the United States of America; 12 in the United Kingdom; 12 in Germany; 3 in 
Australia; 3 in Israel; 4 in Denmark; 2 in France; 3 in Canada; 4 in Sweden; and 2 in Netherlands. Since the 
study of Diamatopoulos and his associates, more country-specific studies have been carried out. For instance, a 
study has been executed in India (Jain and Kaur, 2006), in Lithuania (Banyte, Brazioniene, and Gadeikiene, 
2010), all using demographic variables. 
Although most findings about the impact of consumers’ demographic characteristics on their environmentally 
conscious behaviour domains are contradictory (Roberts, 1990), it is clear that they exert a significant influence. 
Straughan and Roberts (1999) sustained that such variables, if significant, offer easy and efficient ways for 
marketers to segment the market and capitalize on green attitudes and behaviour. Accordingly, some authors 
have supported the use of demographic variables as the beginning point of any serious attempt to profile the 
sustainability conscious segment (for example, Roberts, 1990; Ottman & Reilly, 1998; Straughan & Roberts, 
1999; Getzner & Grabner-Kräuter, 2004). Supporting this perspective, Banyte et. al (2010, p.375) maintained 
that the “conception of green consumer is best reflected by his characteristics, it is purposeful to analyse the 
profile of a green consumer using the demographic approach.” Although it is not enough to use demographic 
characteristics to determine the profile of green consumers, demographics undoubtedly provide certain set of 
common factors that gives useful information when segmenting consumers (D‘Souza, Taghian, Lamb & 
Peretaitko, 2007). There is little doubt that demographic variables present the easiest way to discriminate 
between those consumers who share a concern for the environment, and those who do not.  
3.2 The Use of Socio-Demographic Variables 
In addition to demographic variables mentioned above, some studies have profiled the environmental 
sustainability consumer using socio-demographic variables (e.g., Harry et al, 1969; Devall, 1970; Tognacci et al, 
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1972; Ostman and Parker, 1987) wherein the social class element is combined with demographics. The argument 
in favour of the socio-demographic variables is that demographic variables alone cannot provide penetrating 
insight on the profile of this segment; hence the social class element is incorporated with other demographics.  
In addition to the study of Diamantopolous et al (2003), there are twenty-two studies that have profiled 
environmental sustainability concern using the social class correlate. Five of these studies have investigated the 
impact of social class on environmental knowledge domain (Diamantopoulos et al, 2003). While Ostman and 
Parker (1987) and Meffert and Bruhn (1996) found no significant association, Arbuthnot and Lingg (1975) and 
Lyons and Breakwell (1994) reported positive relationships (Diamantopoulos et al, 2003).  
Eleven of the twenty-two studies have explored the association between social class and environmental attitudes 
found significant positive relationships (Diamantopoulos et al, 2003). Moreover, the majority of observed 
patterns for studies failing to establish significant linkages have been in the positive direction (despite being 
non-significant). To explain the associations between social class and attitudes, it has been agreed that “(t)hose 
persons most concerned about environmental issues appear to reflect the same configuration of social and 
psychological attributes which have traditionally characterized individuals active in civic, service, and political 
organisations”(Tognacci et al., 1972, p.85 in Diamantopoulos et al, 2003). It has also been proposed that 
concerns about environmental quality “may primarily embody ‘status group’ concerns”(Buttel and Flinn, [1978, 
p.436] in Diamantopoulos et al, 2003), “which are likely drawn from leisure interests associated with the 
environment. The assumption of the latter argument appears to be that the higher social classes are more likely to 
witness the effects of degradation of the natural environment through their outdoor leisure pursuits” 
(Diamantopoulos et al, 2003, p.471). 
With respect to sustainability behaviour domain, most studies reported a positive association between social 
class and green behaviour (e.g., Lyons and Breakwell, 1994; Research, 2000 etc.). The explanation put forward 
by Diamantopoulos et al for this result is that higher social classes undertake higher levels of green behavior due 
to the very nature of the involvement required.  
Diamantopoulos et al (2003) has questioned the efficacy of the socio-demographic approach on grounds that it 
offers limited utility for profiling environmentally conscious consumers in the UK, arguing that environmental 
concern is becoming the socially accepted norm within the Western culture. Thus they recommended an 
approach that combines socio-demographic variables and psychographic variable. 
3.3 The Use of Psychographic/Personality/ Cultural Variables 
Psychographic variables are any attributes relating to personality, values, attitudes, interests, or lifestyles. They 
are also called IAO variables (for Interests, Activities, and Opinions). Psychographics can also be seen as an 
equivalent of the concept of "culture". Thus psychographics is the study of personality, values, attitudes, interests, 
and lifestyles.  
Previous research has suggested that demographics alone have not proven to be adequate descriptors of ESC 
consumers (Anderson and Cunningham 1972; Brooker 1976; Kinnear, Taylor, and Ahmed 1974; Webster 1975; 
Diamantopoulos et al, 2003). Not only have the results of demographic analyses produced inconsistent results, 
but the relationships when found have been in general very weak (Antil, 1984). Accordingly, psychographic 
variables have been suggested in addition to demographic variables. Supporting this approach, Antil (1984, p.24) 
argued: “because few lifestyle data are currently available describing the socially responsible consumer, a 
psychographic analysis was viewed as a promising framework to provide a more in-depth and life-like view of 
this consumer segment.”  
A number of studies have attempted to identify psychographic correlates of green attitudes and behaviours (e.g. 
Antil, 1984; Hine and Gifford, 1991; Roberts, 1996; Stern et al, 1993; Straughan and Roberts, 1999; Banyte et al, 
2010; etc.). Though these studies have not investigated psychographic variables in as exhaustive a manner as the 
research into demographics, they do provide some interesting insights into the nature of the green consumer 
(Straughan and Roberts, 1999). The main point put forward for the use of psychographic approach is that 
“peculiarities of consumer behaviour (attitude, knowledge, values) are closely related to their psychographic 
attributes (personal qualities, lifestyle, social class, etc.), which has an impact on their motives for buying an 
eco-friendly product and the like” (Banyte et al, 2010, p.377). Commonly examined psychographic correlates 
that are linked to the three environmental domains in the literature are: altruism, perceived consumer 
effectiveness, political orientation (conservatism and liberalism), individualism, collectivism, security and 
fun/enjoyment. Interestingly, conflict results are also recorded. The conflicting results are expected due to the 
different context, sample, and measure employed. 
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3.4 The Use of Pro-Environmental Purchase Behaviour Measure 
After highlighting the weakness of the socio-demographic and psychographic or personality approaches, 
Schlegelmilch, Bohlen, and Diamantopolous (1996) proposed the pro-environmental purchase behaviour 
segmentation approach, through an analysis of the linkages between proenvironmental purchase behaviour and 
measures of environmental consciousness. They argued that their approach rests on the rationale that consumers 
have traditionally been shown to express their environmental consciousness through the products they purchase. 
In the first wave of post-war enthusiasm for environmental protection during the late 1960s and early 1970s, 
being environmentally-concerned and being consumerist were seen as mutually exclusive. During this period, it 
was thought that the only way to cut down on pollution and solve the world’s environmental problems, 
particularly natural resource depletion, was to cut down on consumption (Schlegelmilch et al, 1996). Throughout 
the 1970s and 1980s, they argued that “green issues were not at the forefront of consumer concerns” 
(Schlegelmilch et al, 1996, p.47). 
However, in recent years when the environment surged in importance, rather than cut down their consumption of 
products, they argued that consumers began to seek out environmentally-friendly alternatives in preference to 
their usual product purchases. Hence the “green” consumer was born. Their argument was supported with a 
number of studies. For example, in July 1989, a MORI (Market and Opinion Research International) poll 
revealed that the proportion of consumers selecting products on the basis of “environmental performance” had 
increased from 19 per cent to 42 per cent in less than a year (Elkington, 1989) and, by late 1992, a Nielsen study 
revealed that four out of five consumers were expressing their opinions about the environment through their 
purchasing behaviour.” On the strength of these studies, they argued: “It is likely, therefore, that consumers who 
exhibit high levels of environmental consciousness make more green purchasing decisions than those exhibiting 
low levels” (Schlegelmilch et al, 1996, p.47). Hence they concluded that measures of environmental 
consciousness will be more closely related to purchasing habits than either socio-demographics or personality 
variables. 
They developed eight variable items for pro-environmental purchasing behaviour and then linked them to three 
domains of environmental consciousness construct. Their study indicated that consumers’ overall environmental 
consciousness has a positive impact on pro-environmental purchasing behaviour.  
4. Which Profiling Approach Is Most Suitable? 
It has long been held that the “ideal” approach to segmenting the market for any product is the approach that 
optimizes these five constructs – segment size; segment accessibility; simplicity/ease of identification; 
strategic/operational effectiveness; and segment stability (Straughan and Roberts, 1999). The current state of 
ecological consumer profiling will be examined in light of these criteria. Segment size: At this point in its 
development, few doubt that the overall market for green goods and services is large enough for, if properly 
managed, a firm to operate profitably (Roberts, 1995). As such, the size of green market segments is no longer in 
question, irrespective of the segmentation approach used. Segment accessibility: The accessibility of these 
segments, in terms of both logistics and communication, is not in doubt. For example, Straughan and Roberts 
(1999, p562) reported that “firms have clearly shown the ability to both communicate with ecologically 
conscious consumers and to reach them effectively with appropriate goods and services.” As such, the usefulness 
of the various approaches to isolating ecologically conscious consumers from the mass market boils down to 
questions relating to ease of identification, usefulness in strategic and operational planning, and segment 
stability.  
Simplicity or Ease of identification: as is often the case in marketing, the simplest segments to identify are based 
on demographic profiling. Perhaps that explains the relatively high volume of research done on demographic 
segmentation of ESC consumers. There is little doubt that demographic variables present the easiest way to 
discriminate between those consumers who share a concern for the environment, and those who do not. However, 
this ease cannot be said to be true for other approaches such as psychographic and pro-environmental purchase 
correlates. The real question that must be asked is this. How effective is demographic profiling for sustainability 
marketers? 
Strategic/operational effectiveness: Whatever advantages demographic profiling of green consumers offers over 
psychographic profiling in terms of ease of use are more than offset by the relative strength of the associations 
between psychographic variables and ESC consumption. The strategic utility of socio-demographics has been 
questioned by a number of a number of authors (e.g., Schlegelmilch et al, 1996; Diamantopoulos, et al, 2003) 
that it lacks sufficient explanatory power of the ESC behaviour. The limited utility of socio-demographics may 
be explained by the fact that the environment is no longer a marginal issue; indeed, “environmental concern is 
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becoming the socially accepted norm” (Schwepker and Cornwell, 1991:85). In other words, psychographic 
variables provide a stronger and therefore more useful profile of green consumption (Straughan and Roberts, 
1999; Diamantopoulos et al, 2003) yet psychographic approach when used alone cannot provide better insight. 
For example, Roberts (1996b) cited in Straughan and Roberts (1999) reported an R2 of 0.06 for a model using 
age, sex, income, education, and occupation (all of which were individually statistically significant) to explain 
environmental conscious consumer behaviour (ECCB). In contrast, when psychographic correlates were 
introduced, R2 increased to 45 percent. Further strengthening this argument, altruism, a demonstrated 
psychographic correlate of green consumption, was not included in the Roberts (1996) study. In recent times, the 
operational and strategic utility of Psychographic and personality measures is being criticized in the 
sustainability literature. For instance, Hooley and Saunders (1993, p.145) suggest that caution should be taken in 
using personality variables for market segmentation according to behavioural criteria: “In most instances, 
personality measures are most likely to be of use for describing segments once they have been defined on some 
other basis. 
Segment stability: Finally, when one considers the stability of resulting segments, there are serious questions 
raised regarding demographic profiling of green consumption. As discussed previously, the results of the 
demographic research range from equivocal to contradictory. Several explanations exist for these disparate 
findings. First, the various studies operationalize green consumption in a wide variety of ways. For example, the 
“dependent” variables used across these studies range from general attitude measures to incident analyses of 
specific types of environmentally friendly behaviour (e.g., household recycling). As such, study-to-study 
comparisons may be expected to result in seemingly contradictory findings. An alternative explanation for these 
contradictory findings, however, relates to the maturation of the sustainability marketing phenomena.  
5. Proposing the S-P-P Model for Profiling the ESC Consumer Segment 
The controversy regarding the appropriate approach that meets the 5S Model criteria calls for a more 
sophisticated approach that integrates all the existing approaches and, at the same time, meets the 5S criteria. 
Hence we posit the S-P-P Model as the most suitable model for profiling the ESC consumers.  
The S-P-P Model is an integrated, holistic, mixed, and complex approach for profiling the ESC consumers. It 
integrates correlates of the socio-demographic approach, psychographic approach, and pro-environmental 
purchase approach. The proposed S-P-P Model is depicted in Figure 2. 
With the S-P-P Model, a measuring scale that adequately reflects the various dimensions (e.g., psychographic 
measures) and sub-dimensions (e.g., values) of the model is necessary. Nonetheless, the subdimensions of the 
model are not watertight, in that a researcher may decide to contract the subdimensions under any dimension, 
subject to the peculiarities of the respondents and context where the research is being executed. In other words, 
to effectively profile the ESC consumer, the three dimension of the model is compulsory; that is, the width of the 
model is necessary but the depth could vary from context to context and from research to research.  
As a way to enhance the validity and reliability of research outcomes, the S-P-P Model was conceptualized 
following the recommendation of researchers instead of using single behavioral measures of attitude, researchers 
should use multiple measures. For instance, Straughan and Roberts (1999) suggested that a mixed model 
incorporating a range of both demographics and psychographics should be preferred to the traditional 
demographic profiling methods in examining environmental concern as a correlate of environmental behaviour 
because psychographic variables provide stronger profiles of green consumption. Similarly, Roozen and De 
Pelsmacker (1998) recommended that conjoint analysis should be used to test attitudes and behaviour because 
this method can provide information on where consumers stand on the perceived “environmentally friendliness” 
of specific behaviour. It is on the strength of these recommendations that the present authors conceptualize the 
S-P-P Model. 
Since research in the area of sustainability marketing is still relatively at the early stage and dominated by studies 
from developed nations of the world, it is important for scholars, especially those scholars who are executing 
studies from developing nations and the sub-Saharan Africa, to consider insight from the S-P-P model. No doubt, 
S-P-P approach to the research in the area of sustainability marketing will likely give a robust and reliable result.   
6. Conclusion and Implication 
6.1 Findings 
In this review, a number of findings were made. First, this review showed that many authors have deconstructed 
the ESC consumer behaviour construct using three domains – knowledge, attitude, and behaviour. However, 
environmental ethics and attitude-behaviour domains are not commonly used in the literature to deconstruct the 
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ESC construct. Secondly, contradictory perspectives exist in the literature regarding the approach that is most 
suitable for profiling the ESC consumer. Some scholars have opined that psychographic measures are most 
suitable over socio-demographic measures for profiling the ESC consumer (e.g., Diamantopoulos et al, 2003). 
 
 
Figure 2. The S-P-P model for profiling ESC consumer 
Source: Authors’ own conceptualization 
 
Some have argued in favour of demographic measures as being suitable as starting point and for providing initial 
insight into the ESC consumer (e.g., Laroche et al, 2001). Some authors have posited pro-environmental 
purchase decision approach, arguing that both socio-demographic measures and psychographic measures offer 
limited utility in profiling the ESC consumer (e.g., Schlegelmilch et al, 1996). To Schlegelmilch and associates, 
the purchase habit of the consumer provides better insights. Taken collectively, the contradictory perspectives 
have made inconclusive the argument as to which approach is most suitable for profiling the ESC consumer. 
Thirdly, akin to the second point above, the results on the common correlates (say, Age) used by scholars under 
each approach (say, socio-demographic) is contradictory. Few common results exist for each correlate. This is 
partly explained by the time, context, methodology adopted, as well as the evolving nature of the ESC consumer. 
Little wonder, country-specific study on profiling the ESC segment has been suggested (e.g., Hartono, 2008). 
Fourth, evidence from our evaluation of the various approaches for profiling the ESC consumer shows that none 
of the existing approaches survived the 5S evaluation criteria. Accordingly, to mitigate this shortcoming, this 
review posits the S-P-P Model, which is an integrated and robust approach for profiling the ESC consumer 
segment.   
The following propositions can guide research in the sub-Saharan African context. In the first example, we relate 
the “age” sub-dimension, which is a member of socio-demographic correlates, to the three broad domains of 
environmental concern. 
Example 1:  
Proposition 1: Younger people are more knowledgeable on environmental matters in sub-Sahara Africa. 
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Proposition 2: Older people have positive attitude to the environment than the younger people in the sub-Saharan 
Africa region. 
Proposition 3: Older people behave in a more environmentally responsible manner than the younger people in 
the sub-Saharan African region. 
Similarly, the future researcher can develop proposition for other sub-dimensions of socio-demographic 
dimension (such as gender, education, marital status, number of children etc) and relate same to three domains. 
Example 2: 
Proposition 1: Altruistic individuals in the sub-Saharan Africa  have knowledge of environmental issues. 
Proposition 2: Altruistic individuals have better attitude to environmental issues than non-altruistic individuals. 
Proposition 3: Altruistic people behave in an environmentally friendly manner than non-altruistic individuals. 
The future researcher can develop proposition for other sub-dimensions of socio-demographic dimension (such 
as PCE (perceived consumer effectiveness), Political Orientation, values, personality, locus of control, etc.) and 
relate same to three domains of environmental concern. 
6.2 Recommendation 
Consequent upon the shortcomings of previous approaches for profiling the ESC consumer, this paper posits the 
S-P-P Model/approach. Studies to be executed on country-specific bases (especially the developing countries in 
Africa) should be executed using the S-P-P Model. Though not yet tested, it is envisaged that the S-P-P model 
will provide robust, detailed, constructive, and penetrating insight about the ESC consumer. This paper provides 
a very useful insight about the ESC segment generally, thus providing ESC companies with background 
information on how best to target the ESC consumer segment; while encouraging context/country-specific study 
that employs the S-P-P model to unearth the profile of this consumer segment.  
6.3 Limitations 
This review is marred by a number of shortcomings. First, this review is not exhaustive, in that it did not review 
methodological issues (such as sampling, measurement instrument, and scale development) that underpin each of 
profiling approaches. Second, this review only mention about the qualitative effects of demographic variables, 
socio-demographic variables, and psychographic/personality/ cultural variables on environmental sustainability 
consumer in the previous studies, but did not show their quantitative effects which is especially crucial for 
readers to perceive the role of each explanatory variables had played in ESC and evaluate the probable effects of 
each variables used in the S-P-P model on ESC. Third,  S-P-P model was constructed from literature review to 
analyze the impacts of demographic, socio-demographic, and psychographic/personality/ cultural variables on 
ESC, and have listed the variables probably influencing ESC (in Figure 2), there is lack of empirical evidence to 
foster readers  understand the importance of each variable, especially whether the variables probably 
influencing ESC in the sub-Saharan Africa are different from those obtained in the developed countries. This 
shortcoming underscores the need for the S-P-P model to be empirically tested in the sub-Saharan African 
context. Four, the review failed to describe the statically or econometric methods for researchers and readers to 
estimate the S-P-P model. The foregoing shortcomings provide opportunities for further research and review. 
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